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The Company:
With over 2 million subscribers, ESPN The Magazine is one of  the 
leading sports publications in the world.

ESPN  The Magazine
NFL Preview 2008 Issue

Objectives:
ESPN wanted to show advertisers that they are a leading edge
publication and the first in the sports category willing to embrace the
latest technologies to increase the response rate and efficacy of their
client’s print advertisements.

Solution:
With the 2008 NFL Preview Issue, one of the year’s most popular issues,
ESPN chose to “SnapTell enable” every single advertisement in the
magazine. To increase awareness and participation, ESPN sent a direct
mail piece to their advertiser database which resulted in over 100
participating advertisers In addition ESPN used house inventory toparticipating advertisers. In addition, ESPN used house inventory to
promote stellar text book advertiser campaigns and create awareness
with readers. ESPN even ran an overlay promotional contest with each
snap earning a chance to win a trip to the 2008 Super Bowl.

Across the board, advertisers were
impressed at ESPN’s vision which
blended the best of print with the
best of opt-in mobile promotional
offers. Readers loved it too.

ESPN received close to 10,000
snapped images of their campaigns
with over 1,000 images in one day!

Advertisers clearly communicating
th ll t ti d p hi b kthe call to action and pushing back
Ring-tones and Alerts had the best
response rates with readers.

Campbell’s Chunky Soup Sampling 
Campaign had a 40% response rate 
and the entire issue had a great 20%and the entire issue had a great 20% 
response rate for all advertisers.

Over 99% of  the images sent in 
were recognized.


